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This is Digital Podcast 

Episode 0 Transcript 

Rissa Reddan (00:02): 

Hi everyone. And welcome to this is digital, a podcast where we'll break down the latest digital 

trends and share tips on how you and your company can be digital. I'm your host RSA Redden 

chief marketing officer at West Monroe marketing is often described as one part art and one 

part science. I was born on the upper West side of Manhattan to a father who holds a PhD in 

inorganic chemistry and a mother who is an artist with perfect pitch. I am literally one part art 

and one part science making me a great fit for marketing and marketing. A great fit for me. I 

joined West Monroe as chief marketing officer in April of 2022. I'm excited to kick off this 

podcast for West Monroe. For many reasons, digital is a topic I'm passionate about and thrilled 

to take you all along on this journey with me being digital isn't imperative. 

Rissa Reddan (00:48): 

But what does it mean? How can you drive change within your organization? The purpose of this 

podcast is to provide actionable insights to accelerate your success. The pandemic brought 

incredible tragedy as well as silver linings. And one of the silver linings for me was said in 

motion by Carol Kagy. Many years ago, I sought out a voice teacher at the old town school of 

Folk music in Chicago. Carol and I worked together for a number of years until Carol moved out 

to the Pacific northwest, and I moved to Colorado at the beginning of the pandemic. Carol 

reached out to me side note. I love research findings from Nicholas Eppley at the University of 

Chicago about whether or not it's too late to reach out to someone the answer it's never too 

late. The person you're reaching out to will always be flattered. In the case of Carol Kagy 

reaching out to me, Nicholas Eppley was right. 

Rissa Reddan (01:38): 

Carol asked if I'd like to take lessons with her again, but this time virtually, I don't think I 

would've considered virtual singing lessons, pre pandemic. I would've put singing in the 

category of Nope, it has to be in person, but during the pandemic, I remember thinking, well, 

why not? Carol and I had weekly singing lessons online. The format was the same start with 

vocal exercises and then move into songs that I'm working on. Some benefits, no travel time, no 

parking fee with the sticker that needs to be put on the dashboard before running into the old 

town school of folk music from the parking lot to the rehearsal room downstairs in order to be 

on time. My singing lessons led to some interesting pandemic experiences. One day Bill Phelan 

for whom I worked at the time asked me to join a meeting on his behalf. 

Rissa Reddan (02:31): 
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That was starting in five minutes. As I learned the purpose of the meeting was to enlist support 

for a music video, which was to be shown at a trade Association's annual conference, which 

would be virtual for the first time in the organization's history. I had been drafted as one of the 

singers of the music video. The project was a ton of fun. I rehearsed the song during my Carol 

lessons. The video was produced by an expert team, including a Berkeley school of music 

graduate. And he, he gave me a compliment on the tamber of my voice, which I considered a 

top piece of performance feedback for my file in 2020. And the video became part of the virtual 

annual conference opener. Given the success of the video, I was invited to put together another 

one for a virtual sales kickoff meeting, which took place in early 2021. And outside of work, my 

husband and I put together three virtual concerts starting with so starting with virtual singing 

lessons to music, videos to concerts, I became more familiar and comfortable with a number of 

digital ways of working and various digital technologies. The pandemic served to accelerate the 

adoption of many digital ways of working across the board here at West Monroe, we are 

squarely focused on helping companies, not just do digital 

Casey Foss (03:45): 

<Laugh> 

Rissa Reddan (03:45): 

Here at West Monroe. We are squarely focused on helping companies, not just do digital, but to 

be digital at their core today, I'm joined by Casey Foss to discuss what it means for companies 

to be digital as chief commercial growth officer here at West Monroe. Casey is passionate about 

building the consulting firm of the future, bringing together multidisciplinary teams with leading 

edge technology, design thinking and proprietary assets to design offerings that will help clients 

become digital leaders. We'll also be talking about what's to come in our first season of This is 

Digital. Casey, welcome. Could you please tell us a little bit more about your background and 

how you went from chief marketing officer to chief commercial officer here at West Monroe? 

Casey Foss (04:30): 

One thing, yes. And I don't know if they can slice it in, in your intro. You said chief commercial 

growth officer. Oh, 

Rissa Reddan (04:39): 

But it's chief. Yes. That is not correct. Chief commercial officer. 

Casey Foss (04:43): 

So I don't, let me probably just say it once versus saying the whole thing, but I did catch that. 

Sorry. Thank you to take us back. Yes, no. 

Rissa Reddan (05:02): 

Yeah. Casey, I'll hit that again. Okay. Thank you. 
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Casey Foss (05:04): 

No, no problem. So while we wait for her to come back in, yes, I've gone back and forth on, 

should I include the marathon piece of the story Uhhuh? <Affirmative> do you want me to just 

say it? And then we can decide later if it's, 

Rissa Reddan (05:22): 

I think that's exactly right. Like let's, let's do it. And then if you hear it and you're like, mm, no, I 

don't love it. Okay. But I'd rather rerecord it. 

Casey Foss (05:29): 

Okay. 

Rissa Reddan (05:30): 

And make the decision later versus not do it now. 

Casey Foss (05:33): 

I can do that. 

Rissa Reddan (05:35): 

Excellent. Yeah. And Renae, I'm gonna go back and do like one paragraph over. So Casey caught 

a, I had a typo in my script, so I'm gonna just hit I'm gonna do one paragraph over. Yes. I could 

do that. Perfect. Let's do that. Okay. Today I'm joined by Casey Foss to discuss what it means for 

companies to be digital as chief commercial officer here at West Monroe. Casey is passionate 

about building the consulting firm of the future, bringing together multidisciplinary teams with 

leading edge technology, design thinking and proprietary assets design offerings that will help 

clients become digital leaders. Casey, welcome. 

Casey Foss (06:43): 

Hi Rissa. It's great to be here. 

Rissa Reddan (06:45): 

Thank you, Casey. Could you tell us a little bit about your background and how you made the 

leap from chief marketing officer to chief commercial officer? 

Casey Foss (06:54): 

Sure. You know, so one thing about me that I always start with is I like to do hard things. It 

comes with this adrenaline rush when you have a take the hill mentality in life. And that is me 

kind of across the board. As a person, as a mother, a friend, a professional, I'm constantly 

looking for new ways to attack the market. Self client problems engage differently and better. 

The status quo to me is never the right path forward or the right answer. And that's again how I 
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show up professionally. But it's me personally, too, which is why it was no surprise to anybody. 

When I started doing long distance running. And those challenges come with kind of ups and 

downs along the way in that it takes a grit to push yourself forward. And it's not always easy. 

And so 12 years ago, when I set out to run the Chicago marathon, wasn't my first marathon I 

had met, had done many successfully in the past, but this one was different. 

Casey Foss (07:58): 

My mom was in the hospital dying of pancreatic cancer. I was injured. I was getting married in 

two weeks, but I had raised $26,000 and I was going to be on that starting line with the 45,000 

people running the race. And as I rounded the corner and the turn for anybody, who's familiar 

with the Chicago marathon into Chinatown, I was at mile 22. I was way off my pace. And I 

literally had nothing left. Tears were rolling down my face. It was 90 degrees and the sun was 

beating down on me. And I saw my brother who, without hesitation, jumped into the race with 

me. We didn't speak. But he gave me this look and simply said, you've got this, let's go. And it's 

really it's. I share that story because I feel like that mentality is how I make every decision. 

Casey Foss (08:50): 

Right? So you asked, you know, how do you go from the CMO to the CCO? And it really came 

from my desire to continue to push the firm and myself to think differently, do differently. We 

really needed to find a way to go after the market holistically in a way where we started by 

understanding the challenges that our clients faced first and foremost, and then building these 

solutions to help them overcome those challenges in a repeatable fashion so that we could 

predict and anticipate the value we were gonna drive into, into our client's organizations. So 

after years in marketing, I've been in West Monroe for 15 years, nine of which I spent leading 

the marketing function, the last three serving as the firm CFO, I very quickly realized that I had a 

35 person, the firm, the firm had a 35 person marketing function that woke up every day to 

build a brand, to take messages to market, to launch offerings. 

Casey Foss (09:51): 

And I woke up every day to understand what kept our clients up at night, why they couldn't 

sleep, how they couldn't grow, what challenges did they have delivering against revenue? How 

could they cut costs? I wanted to really dissect their businesses and help develop solutions for 

those and partnership with our consultants. And so, as I interacted with leaders across the 

organization and I interacted with the marketing function, it became very clear that we had a 

huge opportunity, but we were gonna have to change the way we conceptualized work. When 

we sold deals and breaking old habits is hard. It's another hard thing, right? We had to. It wasn't 

that we weren't successful. We were growing at almost 30% year over year, every year, but 

without kind of the bias of what it takes to be a good consultant. We started to think about how 

we could go to market differently. 

Casey Foss (10:44): 
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And that's the part that I really enjoy is understanding how we can change the go to market 

approach, focusing on these core industries that face the same challenges over and over again, 

and what solutions could help change their end game, and ultimately deliver value into their 

organization. So that's really the impetus for the switch from CMO to CCO. It fulfilled me in a 

way that I hadn't been in the past. But it also created a growth opportunity for the firm because 

we were doing things differently. We were doing things more repeatedly, and we knew that if 

we started to shift into that area more, we'd be more effective at helping our clients long term. 

Rissa Reddan (11:26): 

Casey, everybody loves an origin story and I am no exception to that rule. And I would love to 

hear about your very first offering. 

Casey Foss (11:37): 

<Laugh>. So I am an insanely curious person, right? I wake up every day to understand the 

world around me. And that started as early as when I was six years old, right. I was on vacation 

with my family. The sun is beating down my face in Jamaica of all places. My brother's playing 

on the beach. My mom's laying next to me. Everybody's at peace and I'm sitting on my lounge 

chair and I am bored out of my mind and that curiosity and desire to change and challenge the 

status quo that I just talked about all came to life. I slinked off my chair. I disappeared, which I 

have heard for the past 40 years was not new. I disappeared all the time, but I disappeared and 

went into the back of the restaurant to a field where they had fresh fruits and vegetables. I 

started spending time with the staff learning how they made what they made, how they could 

create a smoothie or a dish that was different than we could make back where I grew up in 

Chicago. 

Casey Foss (12:45): 

Right? So I spent time in the back with them. I picked my own fruits and vegetables, made my 

own smoothie, brought it out to present it to my own guests at the restaurant. And lo and 

behold, my first kind of offering. Recipients, if you will, were my parents who were pretty pissed 

that they hadn't found me for an hour and a half. But I was really proud of understanding the 

world around me and dissecting some of the opportunities and creating at the time, what I 

wanted, which was fun and delivering value to my patrons or my parents with my first movie. 

Rissa Reddan (13:21): 

Fantastic. It was always in the stars. <Laugh> focused on offerings. What connection do the two 

of us have? What brings us here to this moment? 

Casey Foss (13:30): 

So Rissa, I always tell people that we were set up on a blind date by Kevin McCarty, West 

Monroe CEO. So we met about five years ago and literally just like that on ABL, <laugh> be, we 

were, I was set up with Rissa to go out for lunch. And, you know, it was funny cuz we had similar 
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backgrounds and I bet the marketing team would be the first to say, but we approach 

challenges very differently. And so I was, it was almost like free therapy, right? For us to spend 

time together. We could talk about the connection points and, and our different points of view 

and challenge each other to think about things differently. And it was those unique perspectives 

that really drew me to you over and over again because I really like conversations where I can be 

challenged and expand my way of thinking about things. And you were in the same spot and 

looking for the same thing. So that's kind of, that was the impetus for what has become a great 

friendship. And now partnership at West Monroe. 

Rissa Reddan (14:26): 

Absolutely partnership at West Monroe. And I am reminded of when you guest spoke or you 

joined me as a guest speaker for Miami University's social media marketing course that I taught 

in 2019. And you were very generous with your time then, and you're certainly very generous 

with your time now to really help people be their best. And I think that that's at the core of what 

you're doing as chief commercial officer at West Monroe is really helping people to reach the 

next level and to be their best. What credentials you in, in the industry, in the consulting 

industry? 

Casey Foss (15:03): 

Yeah. So I've been in the consulting industry for over 15 years and I've partnered with leadership 

in that time not only to understand where the industry is going, but also building a perspective 

on how we can build a consulting firm that's going to change the future. Change, how we do 

consulting. We not only focus on the key issues that our clients are facing and how we solve 

those, but we marry that with really what our people want out of their career and their path 

forward. Cuz it takes both things, right? To build a strategy for a consulting firm and to grow as 

a consulting firm, you have to have kind of this willingness to sell. People who are willing to do 

the work and this willingness to buy clients that are willing to actually spend money on the 

services you put into the market. And I have spent a lot of time in my, over my 15 years here 

helping to define what that strategy should be and then how do we execute against it? 

Casey Foss (15:58): 

And, and so I think that that's, that's the first thing. I think the other is West Monroe since I've 

been here has played in this space that now everybody is moving towards right? This digital 

consulting or digital services space. And that's because we've always blended business and 

technology. We've always said we don't do tech for tech implementation's sake. We have to 

have a real business lens. One of those groups cannot survive without the other. And that is 

digital, right? It's this concept of blending business and technology and integrating that and 

then expanding that on to how that shows up in the world, which is to tie those physical and 

digital worlds together in the combination of all of those things. And how it shows up in our 

industries is really where I can really come to play. At the core we choose the industries we serve 

because they're laggards in their space. 
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Casey Foss (16:55): 

Let's be honest. Healthcare hospitals have not over indexed on digital and customer experience 

in the past. And they really are honing in on it now, right. Utilities have not until recently had 

multiple types of energy and have their buyers have choices. Banks are still struggling with the 

same manual tedious processes that they were years ago. And by the way, every bank in their 

industry is facing the same challenges. Right? And so I've spent a lot of time diving into the 

industries we serve and helping to knit together our industry capabilities, our functional, and 

business know how the deep technologists that we have at the firm and the builders and 

makers, right? The people who are gonna create these products that bring all of these 

experiences to life and transcend the physical and digital world. 

Rissa Reddan (17:44): 

I'd like to follow up on something that you were just talking about that at West Monroe, we 

think of ourselves as a digital services firm, not necessarily as a consulting firm. What's the 

difference? 

Casey Foss (17:56): 

Yeah. So I think 

Casey Foss (17:59): 

We really believe that the idea of packaging up digital products and services with traditional 

management consulting does not exist in the market today. You have really good digital 

product firms, right? You think about the three pillars of the world. EPAM they build digital 

products, but they don't think about how those digital products can impact the other aspects of 

a business. And then you have the McKinseys and the Deloittes of the world who are gonna be 

really good at helping you define what your digital strategy should be. And maybe some 

technology that'll help you along the way, but they don't knit together a holistic solution. And 

so as we were recruiting employees and talking to them about the type of firm we're building 

here and selling that concept to clients, it became very clear that we weren't a product firm and 

we weren't a consulting firm. We were this holistic digital services firm. 

Rissa Reddan (19:03): 

Perfect. How would you describe the purpose of this podcast? The This is Digital podcast 

podcast? 

Casey Foss (19:11): 

Yeah. So I'm really excited about the podcast because I think is people think about becoming 

digital it. Yeah. Yes. Okay. Okay. Don't move. 

Rissa Reddan (19:33): 
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Okay. Yes. Save me from myself. Save me from myself, Renae. 

Casey Foss (20:04): 

I also, I also like Rissa the back half of that question better, which is, what's something you're 

exci like if you say like we've been talking about it for a while, what is something you're excited 

about? I can answer it that way. 

Rissa Reddan (20:17): 

Okay. <laugh> thank you, Renee. 

Casey Foss (20:20): 

Okay. I'll stop moving Renae. <Laugh> 

Rissa Reddan (20:24): 

It's harder than it looks. 

Casey Foss (20:26): 

<Laugh> 

Rissa Reddan (20:30): 

Okay. Casey, we have been talking about that. This is Digital podcast, and I know I'm super 

excited about it. I hope you are as excited as I am. Why did you decide to join this episode 

today? 

Casey Foss (20:45): 

Becoming digital is a journey. It's not one person's job and it's not something that's ever done. 

And so what I'm the most excited about is hearing people's stories and learning from them 

because everybody starts this journey at a different spot and their challenges are gonna be 

different. There's no one way to be digital. It's a series of many things that move companies 

from very traditional ways of working to digital ways of working. And there's nuances in how 

you make teams successful at becoming digital, because it has to cut across the whole team. 

And so that's, I mean, I've engaged with a lot of clients along the way on their journey to be 

digital. And no two stories are identical. Some of the solutions are the same, but how they live 

through their, their journey is so different. 

Rissa Reddan (21:33): 

And as you think about what you want somebody to take away from the podcast episode, is it 

going back to the office and having a different conversation? Is it raising new topics? How do 

you think about what you want to leave your audience or leave our audience with? 

Casey Foss (21:51): 
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I want people to walk away with one or two things that they're gonna do differently. My hope is 

that as we pull more and more experts into the podcast, they hear one or two real world 

examples that will provide necessary tact tactics for people to deploy in their own industries. 

And so that they can become digital leaders in their sectors. That's really where I think, I think 

every industry has its own nuance, but the art of becoming digital and the journey to get there. 

There's a lot of things you can pull from other industries. And I think that that's, what's gonna be 

so exciting about this. 

Rissa Reddan (22:35): 

Yes. That's a great question. Renae. Casey, who should be listening to this podcast? Who will 

drive the greatest benefit from it? 

Casey Foss (22:47): 

All business leaders. I think that the biggest misconception is that I need a chief digital officer to 

help my company become digital. And we don't believe it's any single person's job. And so I 

believe to deliver against a vision to become digital, you need support and buy in across the C-

suite or it won't work. And so to me, any business unit leader, all the way up to the CEO has to 

be bought in cuz it's also not for the faint of heart, right? You just heard it's a journey it's never 

done, right? Like these are, you wanna get small iterative wins along the way. And to do that, 

you need your leadership team across an organization to be bought in. 

Rissa Reddan (23:27): 

And what's your perspective on business or digital transformation? 

Casey Foss (23:34): 

So I think I hear digital transformation and I think it's a buzzword that anybody who's 

mentioned, digital has used as a consultant or an analyst in the past three years. And to me 

being digital is a lifestyle choice. It's not a diet or something you try for 90 days like this crash 

weight loss program, right? It's a choice every single day across every aspect of your business. 

So I always tell people to do this, think about it like conditioning, like an athlete. Anyone can 

wake up in the morning and go for a bike ride. In fact, just because I wake up every morning and 

ride my Peloton does not mean that I could wake up tomorrow and ride the Tour de France. 

Right? If I wanted to ride a hundred miles a day for 21 days, I would need to change my lifestyle 

the same way an organization needs to change theirs. 

Casey Foss (24:26): 

The point is to go from being a bike rider or an exercise enthusiast to a professional cyclist, one 

that will last forever. So as you think about that, I would need to change my diet, change how I 

manage stress, change how I work out, how I cross train. I would actually have to sleep at night, 

right? Like I've no, no more cheesy gorditas crunch. Like everything changes and organizations 

have to do the same thing. They have to think holistically. They have to require new ways of 
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working, which are across the organization, seamlessly iteratively. And it's gonna make people 

uncomfortable, especially now because digital is not going anywhere. And the world is 

becoming increasingly digital, right? Two years that we all point back to the pandemic, but it's 

no joke. It changed how we shop, how we listened to music was always there. But for two years, 

that's how I educated 

Casey Foss (25:17): 

my kids was online. And I think that people got very comfortable moving back and forth 

between these experiences that were in real life and were digital. And I think that's only gonna 

get amplified. And thinking about how you use digital and infuse it in very specific parts of your 

organization is gonna be required to become digital. Transitioning from siloed, very traditional 

ways of working that are disconnected and lead to crappy customer experiences, to ones that 

are highly interactive, integrated, data-driven with connected experiences. And you do that 

because ultimately that will deliver better return on your investment, help companies grow. But 

we've gotta continue to lean in. And, and this goes back to why I'm excited about the podcast. 

We've gotta continue to lean in and learn from these digitally native companies and those that 

are consistently challenging themselves to evolve, right? It's Netflix, not blockbuster. Target, not 

Kmart, right? Venmo, not PayPal. Like the list goes on and on and on. And I think if we think 

about it as one person's job or one, a one time project, it's just never gonna be successful. And 

so to me, it's about finding the right partner who's gonna collaborate with you, not do 

something to you. And encourage our clients or organizations across the country to think about 

their company in a different way, and where they're headed, and how digital can help them get 

there. 

Rissa Reddan (26:55): 

You mentioned earlier, Casey, that digital makes people uncomfortable. Why do you think that 

is? 

Casey Foss (27:01): 

I think because it's everything and nothing. I think it, I think there's so many different definitions. 

You asked about a digital services firm. And when we started introducing ourselves as a digital 

services firm, the number one question I got is, so you do marketing like digital marketing 

services? So like you sell ad space? And I'm no, <laugh> we focus on the operations of an 

organ. And so it there's just so many different definitions. And I think the other reason it makes 

people uncomfortable is you have to almost be bilingual in order to be successful. You have to 

be able to speak enough to the technology required to become digital. And you also have to 

understand the business implications. And that's not easy for everybody. And so I think as you 

think about the whole organization and the whole experience and the whole team required, 

you're gonna have to go back and forth across a lot of different traditionally siloed groups and 

get them working together in order to deliver on that. That's hard and hard makes people 

uncomfortable. 
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Rissa Reddan (28:07): 

I like the idea of a Dakota ring. <Laugh>, I'm picturing a giant West Monroe Dakota ring that 

people slip on when they're ready to go to work in the morning. As it relates to the podcast, 

what can listeners expect? What, what, what is, what are you, who are you excited to hear from, 

with our podcast and what are you excited to hear about? 

Casey Foss (28:25): 

So I think, okay. 

Rissa Reddan (28:36): 

Okay. 

Casey Foss (28:47): 

I'm gonna say Mark King, just so we're clear 

Rissa Reddan (28:51): 

So that I don't, I don't I'm, I'm not gonna have mark. That's fine. 

Casey Foss (28:55): 

<Laugh> 

Rissa Reddan (28:58): 

So with the podcast series, there are a number of guests that I am really excited about. One in 

particular is the chief marketing officer in Noha at Tropicana. And you know, when you think 

about can beverages be digital? Or what are the digital implications for drinks? I I'm really 

fascinated to hear more about how digital is shaping his industry. I'm also excited to hear from 

people that I haven't connected with in a while, for example, John SVI, who is a former Harvard 

University professor who wrote a book on self-made billionaires and the self-made billionaire 

effect. But I'm really excited about really smart people talking about what digital is for them and 

what their predictions are for its future. Are there some upcoming guests that you're excited to 

hear from? 

Casey Foss (29:51): 

So I am really excited to hear from to start from a lot of the West Monroe leaders, right? Who, 

who start to demonstrate and, and I'm hope I hope over time, we knit together some of the 

different industry experts with the functional and the technology teams, because that that's 

really where it all starts to come together. No one person does this on their own. And I think as 

we hear about our client stories, the ones that kind of make me the most proud are where we 

do tie all of that together and think about our client's problem holistically. If I'm thinking about 

the guests that we have lined up that are not at West Monroe I'm really excited to hear again 
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from Mark King, the CEO of Taco Bell. He spoke at our all company meeting back in may of this 

year and his, his vision for how digital, again, to your point on drinks and Tropicana, how digital 

is gonna change the future for Taco Bell and, and how they can better, not only it how they can 

better, not only geez, why am I blanking at my word. How they can better not only engage with 

their customers, but help their employees provide a better experience for their customers while 

having a better experience themselves. You know, I, I grew up on the Mexican pizza, so I have a 

soft spark for Mark because he brought it back after it was taken away. But I think that his whole 

depiction of how digital can change the operations of an organization is really, is really key to, 

what's gonna help them grow in the future. 

Rissa Reddan (31:35): 

Andy's also a remarkable storyteller, which I think will be really terrific for our listeners. You 

know, you mentioned Casey, the importance of connection, and I'm curious about how that 

comes to life for you, that the idea of digital is to connect things that historically have not been 

connected. And do we need to hire different types of people that see these connections? Do we 

need to bring different backgrounds together in order to see these connections? What, what 

what does it take to really see the connection and make it actionable? 

Casey Foss (32:21): 

Yeah. So I'm gonna answer that two ways. First of all, do you have to hire different people? Yes. I 

think the, the business, the business leader of the future is very different than the business 

leader from 20 years ago. Right. You used to manage by walking around the shop floor, make 

decisions based on gut instinct. It was how do you, if, if you weren't in the office, you weren't 

working, right. Like all we've all heard, anybody who's been in the workforce for 20 plus years 

has, has heard. One of those things been said, now the business leaders of the future are 

thinking about the holistic customer experience, how they use data to make decisions 

differently, faster, better. How can they algorithmically make decisions so that their leaders can 

focus on the most pressing business issues. Right? And they don't have senior leaders doing 

very tactical, mundane jobs so that their employee satisfaction is higher and they're engaged 

longer. 

Casey Foss (33:20): 

And so it's just, I think the way we recruit, train, promote talent is gonna be continued to 

change. So that's the employee side of it. I would say from a teaming perspective right now, and 

I I've hit on this a few times, digital cuts across silos in an organization. And I think from a West 

Monroe perspective, the thing that we consistently hear that makes us different is that 

multidisciplinary approach. We take these industry experts who recognize and understand the 

nuanced conditions within their industry, but they can go down in this bilingual world, right to 

this technical detail level so that we can propose solutions that aren't theoretical, but can really 

be implemented. It takes creatives and strategists who are part of that team who will think 
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beyond what exists today and design a future that is data driven, product oriented and human 

centered. 

Casey Foss (34:19): 

It takes empathetic leaders who focus on building the right teams at the right time to change 

behaviors, driven by org design systems and cultures, right? It takes technologists to understand 

the architecture and make sure it's scalable, secure agile. It takes product builders and makers to 

create those experiences that really connect the physical and digital worlds. And it takes 

business process designers, supply chain, professionals, M & A advisors, right? And it is these. 

And so you can't have just one team that's focused on it at West Monroe. You can't have one 

department that's focused on it at a client. It's how you marry up and truly create this cross-

company, multidisciplinary team to really start to deliver value to organizations early and often. 

Collaborate first. And it's non-negotiable. And approach every situation from a place of 

empathy. So that we're focused on the human needs, not the business needs. 

Rissa Reddan (35:26): 

Casey you're reminding me of a conversation that I had not long ago with Tim Holcomb, who 

leads the entrepreneurship department at Miami University in Oxford, Ohio. And he described 

entrepreneurship as the new liberal art <laugh>. And that it's that idea of multidisciplinary and 

really understanding how to connect the dots. And I'm curious, because I feel like 

entrepreneurialism or entrepreneurship is so core to West Monroe and that it is a very 

entrepreneurial spirit as a business. What are your thoughts on that? 

Casey Foss (35:59): 

Yeah, I think, I think so. Yes. The short answer is, were entrepreneurial. I think the biggest 

challenge with the, the veil of entrepreneurship is lack of focus, right? You wanna buy, you 

wanna build a business, you wanna open an office, you wanna create an offering like right in our 

world. I mean, it's those things, but in any company when you're at the beginning, you're scrap 

it, you're living to fight another day. You're selling anything you can to anyone who will buy it. 

And I think that that's the right place to start. And, and that is a multidisciplinary team, right? 

Cuz it's all hands on deck for everything. I think as the company grows, where you deploy those 

multidisciplinary resources has to get increasingly focused to continue to have the same amount 

of impact and value that you had as a five-person startup. Right? And so I think 

entrepreneurship at West Monroe lives on today. You can own a business, you can own a 

practice. We want people to think like owners, but we also want to live within the strategic 

guardrails so that we remain focused. Right. So that it's not kind of anything for anything for 

anyone. 

Rissa Reddan (37:22): 

That's great. Well with that, I wanna talk a little bit about what's to come. This season, we'll 

explore the importance of connecting digital experiences with physical ones, whether to build or 
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buy new solutions to meet customer demands and how your business can survive a recession by 

becoming an essentialist. The podcast will feature guests. You may have heard of, and some you 

may not have heard of, but everyone has something very important to say about what it means 

to be digital. More importantly, they will be real people with real solutions or problems. Casey, 

where can people find you if they wanna stay in touch? 

Casey Foss (37:57): 

So I have, before I answer that, I have one question. Do you think, I think it would be worthwhile 

given when we're launching this Rissa. I would love to hit on kind of where we're at in the world. 

Right? Like we have, the market conditions are uncertain. There's a pending recession. I would 

love to hit on that first, depending on when you plan to launch this. 

Rissa Reddan (38:21): 

Yeah. No, let's, let's record it and okay. And see how it shakes out. And I wonder if we tee it up 

as, there's been a lot written today about crisis fatigue. And that we seem to jump from one 

crisis to the next. And it has taken a toll certainly on our people. But I wonder what advice Casey 

you might have for how to prepare for whatever's next and how to prepare for uncertainty. 

Casey Foss (38:52): 

Yeah. I think if we haven't convinced our listeners yet that becoming digital is important, it's 

more important than it ever was. And that's because of the market uncertainty. Right? I won't 

even say the R word because who know, who knows if it's coming or not. But I think digitizing 

your business is an imperative before it's too late. It's how we can cut costs, how we can grow 

revenue. It's how we can change the dynamic of our firms or, or any organization better serve 

our customers. And I'll leave you with a stat that kind of keeps me up at night, which is in the 

last recession, 20% of companies from the bottom quartile leapfrogged to the top, by the end of 

the recession, focusing on productivity gains and how they can get more out of their existing 

customers. And they did that before the downturn. And 20% of leading companies fell off the 

map for remaining unchanged. So if you have listened to any of these podcasts, read anything 

on digital and you're still like, well, I don't have the time to deal with that. If you don't deal with 

it now, even though it's gonna be hard, it's gonna be too late. 

Rissa Reddan (40:09): 

Well, and I wonder as well, if it isn't a bit of your analogy around the athlete. That the athletes 

ready for what's next. And you know, how do you take the time or make the time today to get 

as fit as possible? Because it is a situation of survival of the fittest and digital is the way that we 

see that companies and, and people need to be preparing for the future 

Casey Foss (40:34): 

100%. Definitely. 
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Rissa Reddan (40:38): 

Okay, great. Casey, where could be, did you, I'm sorry, did you answer or did we, 

Casey Foss (40:42): 

No, I didn't. I interrupted 

Rissa Reddan (40:43): 

Casey, for people that would like to stay connected to you and follow you online, where would 

you like them to go? 

Casey Foss (40:52): 

The best place is to follow me on LinkedIn. I have tried to engage in Twitter many, many times, 

and it's not my thing. So look for me on LinkedIn or on West Monroe partners website, West 

monroe.com and people can connect with me directly through that site. 

Rissa Reddan (41:09): 

Perfect. Well, and certainly we want to leave people with some incur, well, sorry, let me try that 

again. I think, I don't know that we need to share the West Monroe social media handles here. 

But I will close with, thank you so much for a wonderful discussion, Casey. We hope that all of 

our listeners subscribe to the podcast and we look forward to speaking to an amazing array of 

guests to help our audience become digital and leave each episode with a couple of tips and 

tricks that they can bring back to the office to talk about with their companies. 

Casey Foss (41:46): 

Thank you so much for having me. It was great to be here. 

Rissa Reddan (41:49): 

Thank you, Casey. 

Casey Foss (41:56): 

Thank you. 

Rissa Reddan (42:04): 

Yes. We're gonna do something with the intro. Yes. Is, is there anything else you want us to redo 

Renee? That if I, I know I had a couple bumbles. 

Casey Foss (42:28): 

I can answer that. Yeah. I can answer that. I think that that's a good question. Yep. Yep. Well, 

right. I think, yeah, I can hit on that. I think the other thing to hit on is becoming digital is broad. 
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And I think sometimes people start with something that is too small because they don't like 

change and they don't see the value and they go back to doing things the same way. So I can, 

Rissa Reddan (43:24): 

So do you want me to start with, what is digital? What is digital? What do we mean when we say 

digital or what do we mean when we say, what is it? What does be digital mean? Do we want 

that? Or do we wanna go into what makes digital hard? And I like the idea of, I know we talked 

about digital transformation, but to your point, Casey, if you start too small, you don't see the 

value. If you start too big, you never get anywhere that, how do we help people find that in 

between place? 

Casey Foss (43:54): 

Yep. Hey Christina, we're on the website is the digital operating model. I'm on the website. I just, 

I assumed it would be on the B digital page. 

Speaker 3 (44:21): 

No, 

Casey Foss (44:24): 

It's okay. Cuz I only have seven minutes. I don't need it. Okay. I'm on the site. So just tell me 

what the, where the, where to find it and I'll find it. I can just search it. 

Speaker 3 (44:24): 

 

Casey Foss (45:45): 

It's no it's loading. I, I I'll just do it without it. It's not a big deal, but no you're but you're right. 

The website is not working for what it's worth. <Laugh> noted. 

Casey Foss (46:03): 

Okay. okay. I'm gonna start with what makes digital hard. Okay. Do we wanna go there? Yep. 

Casey, what makes digital hard? So we hit on this a little bit, but change is hard, right? It's 

against every instinct a human has. And so I think to think about making your organization 

digital across every lever is gonna require a lot of change. Digital businesses don't operate in 

silos. It takes a common vision and an agile way of working universally a digital mindset. Right? 

And so now I've just talked about making change across several different business units at once 

to bring something to life. It also, the common misconception is that digital is technology and 

technology is just the beginning implementing the right digital solutions requires the right 

technology. But more importantly, it requires the right process and people to support that 

technology. And so I think that, and then I, I, the, and the last part is digital requires. 
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Casey Foss (47:13): 

No, I don't wanna say that digital operates outside of silos. It's not just tech 

Casey Foss (47:20): 

And then the other. Okay. And then the last thing is people like to start small, right? We've just 

said that digital is hard. It's across many entities. And if you start too small, you still have to work 

across all those entities, but you're not gonna drive the value that you want or need. And people 

are gonna naturally go back to old ways of working because that's, what's easier. And so to me, 

you have to think more transformatively about how you're, you're gonna change your 

organization iteratively, right? What's what is the highest and best thing to start with? What's 

the one process to change. What's the one experience you wanna tie together between the 

physical and digital world and do that launch, see value, iterate, and continue to improve. And I 

think that that then you move from section of an organization or a business to the next and 

continue to drive value. But if you start too small, you don't think holistically and you implement 

tech and call your call it a victory. All three of those are set to fail. 

Rissa Reddan (48:20): 

It's fascinating to me how it's ingrained in each of us as business people to look for a small start 

to a project and quick wins. But it sounds like that is the exact opposite of what we wanna be 

doing as we think about digital initiatives. Is that right? 

Casey Foss (48:49): 

You wanna think about the business across the board and West Monroe has designed this 

digital agility model that talks about the fact that you need a vision for a digital company, but 

you can't build that vision without understanding how the products and experiences are gonna 

bring that vision to life. And you can't then think about the products and experiences you're 

gonna deliver without the technology. You can't think about the technology without the 

customer experience and the people required. And the organizational design that ties all that 

together and all at the center of that is how agile is the organization really? Right? Because 

again, it's about constant and iterative change. And so as you think about changing one part of 

that, it, it, the, all the dominoes will fall. You used to be able to pull a string over here or 

implement it in, in a silo, in one part of your organization. And now it really Perme every one 

decision you make permeates the whole organization, if you're doing it right. And I think that 

that's where people shut down, cuz to your point, they wanna start small. They wanna start in a 

single business unit in, in a pilot, right? How many times do we hear pilot or P proof of concept 

and to really make change, you've gotta take something impactful and change it. 

Rissa Reddan (50:06): 

Is there anything else we wanted while we have one minute with Casey? 

Rissa Reddan (51:28): 
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Hi, my name Issa Redden. I serve as chief marketing officer at West Monroe. 


